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Examining the Motivations for Social Entrepreneurship using Max Weber’s 
Typology of Rationality 
 
Structured Abstract: 
Purpose – The critical role of the social entrepreneur in effecting the phenomenon of social 
entrepreneurship has been largely under-recognized. In response, the present study utilizes a 
framework from classic sociology - Max Weber's Typology of Rationality - to understand the 
motivations for social entrepreneurship in responsible tourism in India. The authors seek to 
explore, develop and enhance Weber’s theoretical arguments in the context of the tourism 
industry.  
Design/methodology/approach – The authors used a constructivism paradigm and Seidman’s 
(2006) Three Interview Series technique to obtain the narratives of two social entrepreneurs in 
India. Data were analyzed using a hybrid thematic coding procedure. 
Findings – Findings indicate that there exists a dynamic interplay between the formal and 
substantive rationalities that underlie the behavior of social entrepreneurs. The authors also 
discuss how entrepreneurs draw upon their formal and substantive repertoires to create their 
identities through the simultaneous processes of apposition ("Me") and opposition ("Not Me").  
Practical Implications – The findings provide an important recognition of the impact of formal 
and substantive rationalities on the conceptualization, implementation and manifestation of 
social enterprise for a variety of stakeholders.  
Originality/value – This article makes a significant contribution to understanding the why and 
the how of social entrepreneurship in responsible tourism. It provides a framework that can be 
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widely applied to develop and enhance Weberian theory and further our understanding of the 
fundamental nature of human behavioral phenomena in tourism and beyond.      
Keywords: Rationality, Motivation, Social Entrepreneurship, Weber, Responsible Tourism, 
India 
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Introduction 
Responsible tourism represents an exciting paradigm of development in the tourism industry. It 
has been an important component of the agenda of sustainable development since the 1980s 
(Goodwin, 2011). The phenomenon of social entrepreneurship has also grown in importance 
since the 1980s (SocialEnt, 2008). Both these parallel but interrelated movements have derived 
their energy from the belief that businesses must take a greater responsibility for their economic, 
environmental, and socio-cultural impacts on their various stakeholders (Neale, 1994). 
     While responsible tourism and social entrepreneurship represent intriguing prospects for the 
future, they are characterized by a high degree of complexity. These complexities arise mainly 
from a neglect of the fundamental issues in their respective streams of research. In the case of 
responsible tourism, there remains a pressing need to operationalize the notion of responsibility 
at the level of the business rather than the destination. On the other hand, social entrepreneurship 
research needs to re-examine the critical role of the dynamic individuals who bring about the 
phenomenon. In response, the present study seeks to demystify these phenomena by examining 
two businesses in India that can be identified as social enterprises in responsible tourism. The 
authors seek to understand the motivations of the founders of these businesses - the social 
entrepreneurs - in their attempts to stimulate the responsible development of tourism. To 
understand the social entrepreneurs’ motivations, the authors invoke a compelling framework 
from classic sociology: Max Weber’s Typology of Rationality. The framework is operationalized 
in a constructivism paradigm and utilizes the qualitative method of narrative inquiry to answer 
the following grand tour (Creswell, 2007) research questions: What are the motivations of social 
entrepreneurs in their work in responsible tourism? How can Weber’s Typology of Rationality 
advance our understanding of these motivations?  
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     The current study addresses not only the why of social entrepreneurship - the formal and 
substantive rationalities underlying the phenomenon, but also the how - how social entrepreneurs 
use their narrative repertoires to explain their motivations. In addition to the theoretical interest 
of the topic, the study has practical relevance for a variety of stakeholders. 
   
Literature review 
Responsible Tourism 
Responsible tourism represents the idea that “tourism-related actors can develop a sense of 
ethical and moral responsibility that has resonance beyond self-interest, and that there is at least a 
possibility that this could change behaviors and contribute to more sustainable development” 
(Bramwell et al., 2008, p. 253). This idea has also manifested in practitioner-oriented efforts to 
stimulate the responsible development of tourism. For example, the World Travel Mart, a UK-
based event for the global travel industry, launched World Responsible Tourism Day in 2007 to 
promote the business case for responsible tourism (Goodwin, 2012). At the national level, 
countries such as South Africa have made notable efforts; she is the first country to explicitly 
commit to responsible tourism in her national policies (Goodwin, 2011). 
     Despite increased interest in responsible tourism, Chettiparamb and Kokkranikal (2012) 
argued: “the concept as used currently means everything and therefore adds nothing to the 
conceptual terrain of tourism trends and nomenclatures” (p. 1). There remains a pressing need to 
conceptualize and implement responsible tourism at a level other than the destination. As 
highlighted by Horobin and Long (1996), small businesses that appreciate and incorporate the 
principles of sustainability into a coherent business strategy can play a critical role in the 
responsible development of tourism at the destination. Similarly, as stakeholders demand greater 
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accountability from larger businesses, beyond shareholder interests, corporate strategic initiatives 
that focus on improving their social and environmental responsibility are on the rise (Dodds and 
Kuehnel, 2010). Consequently, it is imperative that the concept of responsibility be 
operationalized at the practical level of the business in order to better understand the 
phenomenon of responsible tourism (Bramwell et al., 2008; Leslie, 2012). The present study 
answers this call by examining a particular form of business that occupies a unique position in 
the supply side of responsible tourism: the touristic social enterprise (TSE). These organizations 
use market-based approaches to achieve social and/or environmental goals through tourism while 
being financially self-sustaining (von der Weppen and Cochrane, 2012). They are increasingly 
emerging in developing countries around the world, making India a relevant context for their 
appraisal.  
 
Study of social entrepreneurship 
The contemporary, more popularized phase of social entrepreneurship began in the 1980s with 
the foundation of Ashoka: Innovators for the Public by Bill Drayton. Since that time, there has 
been a proliferation of the social enterprise ecosystem comprising investors, academics, 
consultants, media watchdogs, and others (SocialEnt, 2008). Accompanying this growth of the 
social enterprise ecosystem has been an increased academic interest in the study of the 
phenomenon, dichotomized along two prevalent perspectives. The first stream of research has 
examined entrepreneurship from the psychological perspective, viewing the creation of ventures 
as stemming from individual characteristics, motivations, and enterprise (e.g. Shane et al., 2003). 
Alternatively, the second stream of research suggests that entrepreneurship is better understood 
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as a consequence of situational factors; certain environments provide more conductive 
configurations of these factors than others (e.g. Austin et al., 2006).  
     While situational factors are important, Beugre (2011) noted that “no confluence of 
contextual circumstances can, by itself, create a new enterprise…. such external factors do not 
explain the volitional nature of social entrepreneurship” (p. 1070). Haskell et al. (2009) also 
argued that the critical role of the social entrepreneur in their attempts to address the complex 
causes of systemic poverty has been largely under-recognized. The lack of inquiry into these 
dynamic individuals is one of the major reasons for the lack of agreement on the boundaries, 
forms, and meanings of social entrepreneurship (Dacin et al., 2010). In response, the present 
study seeks to re-examine social entrepreneurship based on empirical evidence provided by 
social entrepreneurs themselves. The authors’ epistemological stance is transactional/subjectivist 
(Denzin and Lincoln, 1994), guided by the notion that practitioners’ voices must be heard in the 
creation of knowledge about a phenomenon they live.  
     Furthermore, Zahra et al. (2009) suggested that clarification of the ambiguities associated 
with social entrepreneurship requires “appreciating the motivations [emphasis added] of 
individuals and groups who take the risks associated with conceiving, building, launching, and 
sustaining new organizations and business models” (p. 529). Even Muhammad Yunus, founder 
of the Grameen Bank and perhaps the most famous protagonist in the realm of social enterprise, 
has expressed the need to examine the core motivations of the social entrepreneur (Yunus and 
Weber, 2011). That few published papers investigate the motives of social entrepreneurs limits 
our understanding of the phenomenon, in this case, in the context of its responsible tourism-
specific manifestation as the touristic social enterprise (Boluk and Mottiar, 2014). To address 
such paucity of knowledge about the motivations for social entrepreneurial behavior, the present 
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study advances a compelling paradigmatic lens from classic sociology: Max Weber’s Typology 
of Rationality. Max Weber (1864-1920) was a German political economist and sociologist, most 
known for his intellectual work concerning modern Western societies and their economic, 
political, legal, and religious development. His most important works were written between 1903 
and 1920 and include such writings as The Protestant Ethic and the Spirit of Capitalism, The 
Critique of Stammler, The Sociology of Religion, and Economy and Society (Morrison, 1995).   
     Before presenting the typology and demonstrating its relevance and potency in explaining 
social entrepreneurial acti n, the authors must indicate their interpretation of motivations as the 
outcome of dynamic processes of rationalization. One cannot simply classify the various actions 
of a social entrepreneur according to Weber’s typology; instead, one must understand how these 
actions emerge from different categories. Such an approach is inherently inductive and consistent 
with Weber’s own interpretive stance. Also, the authors must clarify that the present study 
advances a tool to understand the motivations for ongoing social entrepreneurial behavior and 
not the reasons for founding a company per se.  
 
Max Weber’s typology of rationality 
Rationality, recognized as the major theme in Weber’s work, provides an appropriate intellectual 
starting point for inquiry into the motivations for social entrepreneurship. While Kalberg (1980) 
identified four main types of rationality in Weber’s writings - practical, theoretical, formal, and 
substantive, he noted the central role played by the recurrent conflict of the formal and 
substantive types in the development of Western society. In discussing the present relevance of 
Weber’s rationality, Boudon (1997) emphasized the need to focus on the distinction between the 
formal and substantive. In fact, Weber (1978) himself explicitly identified the formal and 
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substantive rationality of economic action and not the other two types. Consequently, and in 
support of existing research in tourism utilizing Weber’s typology (McGehee, 2007; McGehee 
and Kim, 2004; McGehee and Meares, 1998), the present study focuses on formal and 
substantive rationality. 
     “Rationality, according to Weber, is the underlying force or reasoning behind the creation of 
some form of economic activity” (McGehee and Kim, 2004, p. 162). Formal rationality indicates 
a tendency to calculate and to solve routine problems by means-end rational patterns of action in 
terms of universally applied rules, laws, and regulations. In the context of any economic activity, 
it involves all technically possible calculations of the most efficient means of resolution within 
the laws of the market, regardless of the degree to which they violate substantive rationalities 
(Kalberg, 1980). Thus, “formal rationality applies, if costs and benefits can be calculated 
accurately; a means-end relationship” (Brouwer, 2002, p. 91). Weber attributed the rapid growth 
of Western capitalism to society’s desire to apply formal rationality in economic activity and 
achieve material success. In contrast, substantive rationality orders social action based on the 
subordination of realities to values and on an adherence to a conceptual or ideological system 
(McGehee and Kim, 2004). Substantive rationality does not work on a purely means-end 
calculation of solutions to routine problems “but in relation to a past, present, or potential value 
postulate. Not simply a single value, a value postulate implies clusters of values that vary in 
comprehensiveness, internal consistency, and content” (Kalberg, 1980, p. 1155). Actions 
originating from a substantive rationality are based on strong, moral, non-consequential reasons. 
They are “rational in being expression of a value that is taken to need no further justification, as 
with doing something solely for the sake of honor” (Aronovitch, 2012, p. 358).   
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     Weber’s ideas on rationality have provided useful insights into contemporary issues in 
tourism. McGehee and Kim (2004) used Weber’s typology to examine the motivations for agri-
tourism entrepreneurship among Virginia farm families, asserting its validity in understanding 
the different types of entrepreneurial behavior in the tourism industry. While Schuckert et al. 
(2008) did not explicitly use Weber’s typology, they found that social motives were very 
important for Austrian bed and breakfast operators whereas vacation home operators were 
mainly driven by economic-oriented motives. The notion that entrepreneurs have more than only 
profit in mind, rather a combination of economic and non-economic motives, is further 
demonstrated in the literature concerning small business and lifestyle entrepreneurship in tourism 
(e.g. Marchant and Mottiar, 2011). In light of Dann and Cohen’s (1991) recognition that Weber 
was the first to articulate that meaning - thus, motivation - lies at the core of all sociological 
understanding, it is evident that his work on rationality provides a relevant and potent 
mechanism to explore some of the more fundamental issues pertaining to social entrepreneurship 
in responsible tourism. While Mody and Day (2014) had previously advocated the application of 
Weber’s typology as a means to explain the motivations for social entrepreneurship, the nature of 
the present study is discursive: the authors seek to explore, develop and enhance Weber’s 
theoretical arguments in the context of the tourism industry. In so doing, the authors seek to 
answer the following grand tour research questions: What are the motivations of social 
entrepreneurs in their work in responsible tourism? How can Weber’s Typology of Rationality 
advance our understanding of these motivations?      
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Methodology 
The methodological approach for the current study was based on Aronovitch’s (2012) 
recommendation pertaining to the use of Weberian methodology. First, one must understand the 
social entrepreneur’s constructions of his rationality in terms of the formal and substantive by 
depicting the meaning and implications a situation has for him. Then, one must subject this 
understanding to higher level interpretation and evaluation. From a paradigmatic standpoint, 
such a suggestion indicates the usefulness of a constructivist approach to inquiry in which 
meaning is co-created by the participant and the researcher. The fundamental ontological 
standpoint of constructivism is relativism - there is no one reality but multiple socially 
constructed realities (Guba and Lincoln, 2005). Also, Mckenzie (2007) has suggested the use of 
narrative inquiry in entrepreneurship research since “entrepreneurs are generally keen to share 
their experiences and love to tell stories about them” (p. 310). The methodological focus of 
narrative inquiry is on inviting specific stories in the context of which actors’ actions and the 
meaning attributed to those actions can be interpreted within the typology of rationality (Boudon, 
1997). Jones et al. (2008) have argued that the complex nature of the entrepreneurs’ social 
involvement makes narrative analysis particularly amenable to the study of social 
entrepreneurship. Given these considerations, the present study is based on the narratives of two 
social entrepreneurs in the tourism industry in India.   
 
Case description 
Gopinath Parayil (Gopi) is the founder of The Blue Yonder (TBY), a social enterprise that 
operates primarily in India but also provides tours in South Africa, Nepal, Bangladesh, Bhutan, 
and Sri Lanka. Inir Pinheiro founded the second social enterprise, Grassroutes. It is much 
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narrower in its geographical scope than TBY and offers only weekend trips to three villages in 
the state of Maharashtra in India: Purushwadi, Valvanda, and Dehna. Both Gopi and Inir identify 
themselves as social entrepreneurs in responsible tourism. While they work in the same domain, 
they have established different business models for their companies. TBY functions as a more 
conventional tour operator. It offers package tour products by combining the services of existing 
suppliers such as accommodation, transportation, and activities/attractions in its various locations. 
For example, in TBY’s home state of Kerala, one of the tours is called Malabar Holidays: a 14 
day trip through the region of Malabar that includes spice tours, tea and coffee plantation visits, 
rainforest trek, camping, country boat cruise, and folk art forms.  
     An example of a Grassroutes tour is The Story of Rice, which allows adventure-oriented 
tourists to partake in the ancient art of growing rice at Dehna and Purushwadi villages. The trip is 
offered over 2 days and includes accommodation, authentic village cooked meals, rural activities, 
and a Grassroutes tour guide. The localized nature of the Grassroutes experience has resulted 
from the company getting involved in much of the actual development and operation of its 
products. It provided the villagers at the three locations extensive training prior to their inclusion 
in tourism. Much of the initial financial investment in developing the required infrastructure at 
the villages - accommodation, restrooms, activities, and others - was also provided by 
Grassroutes. The two companies are also different in the profiles of incoming travelers: between 
90-95 percent of TBY’s tourists to India are international, while the same percentage of 
Grassroutes travelers is domestic.   
     The selection of these cases was based on two specific criteria. First, while both Gopi and Inir 
identify their ventures as social enterprises in responsible tourism, the authors conducted a 
qualitative assessment of whether their principles and practices were consistent with the 
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characteristics of responsible tourism outlined in the 2002 Cape Town Declaration on 
Responsible Tourism. In the opinion of the authors, the Declaration serves as the most 
authoritative academic and practitioner benchmark for the definition of responsible tourism. 
Moreover, it also encompasses the characteristics of social entrepreneurship outlined in many 
contemporary definitions of the phenomenon [for a comprehensive list, see Zahra et al., 2009]. 
This qualitative assessment was conducted via desk research and in the first phase of data 
collection/fieldwork by the lead author, and is reflective of the criterion purposive sampling 
(Patton, 1990) adopted in this study. Second, the systematic differences between the two 
companies (as described above) are reflective of the stratified purposive sampling that was 
adopted to facilitate comparison between the cases (Patton, 1990). The authors sought to capture 
some of the heterogeneity in the phenomena of social enterprise and responsible tourism in India, 
with the objective of exploring, developing and enhancing Weber’s Typology of Rationality.  
 
Data collection  
Data for the present study was collected in two phases by the lead author. In the first phase that 
was conducted over the course of one month in the summer, the author visited some of the sites 
where these companies operate; the objective was to experience first-hand the settings in which 
these entrepreneurs work and to hold conversations with the stakeholders involved with these 
companies, such as NGO partners, activity partners, community members, and employees. In 
addition to facilitating the criterion purposive sampling adopted in the present study, these 
conversations provided useful contextual information that informed the second phase of data 
collection and analysis. For example, in the case of TBY, the author met with several members 
of Vayali - an activity partner engaged in the preservation of dying folk art forms (through 
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archival and performance) in the Nila river region of Kerala, several potters, weavers, and the 
last remaining traditional bell metal worker in the state. These stakeholders were earning 
supplementary income through tourism through their involvement with TBY. This income 
incentivized them to stay and work in their home villages as opposed to migrating to cities within 
and outside India to earn their livelihoods (Kerala experiences large scale migration to countries 
in the Middle East; the state’s indigenous Malayalis are usually employed in these countries as 
laborers and low-skilled workers).  
     The data collected in the second phase - that was conducted in the following summer - 
informs mainly the present discussion. To obtain Gopi and Inir’s narratives, the lead author 
employed Seidman’s (2006) Three Interview Series, an approach that combines life-history 
interviewing and in-depth phenomenological interviewing. Primarily, researchers use open-
ended questions in the three interviews to allow respondents to reconstruct their experiences 
within the topic under study (for a detailed description of the technique, see Seidman, 2006). The 
questions in the first interview establish the context of the experience and represent the focused 
life-history element of the technique. The emphasis is on understanding how the participant came 
about doing what they currently do; in this case, how they became social entrepreneurs. It 
focuses on the reconstruction of constitutive events from their early experiences in their families, 
in education, at work, and which may provide a contextual understanding of their current work 
as social entrepreneurs. The design of the second interview reflects the phenomenological bent of 
this technique, and emphasizes the reconstruction of the myriad details of the participant’s 
present lived experience as a social entrepreneur. Another objective of this second interview is to 
place the experience in the context of its social setting, which involves examining the 
participants’ relationships with the various groups with whom they interact. The third and final 
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interview sharpens the interpretive focus of this technique, where participants are asked to reflect 
on the meaning of their lived experience. “It addresses the intellectual and emotional connections 
between the participants’ work and life” (Seidman, 2006, p. 18). Consistent with Seidman’s 
(2006) recommendations, the lead author conducted the three interviews each with Gopi and Inir 
over a two week period - each interview was spaced five days apart to allow the participant to 
mull over the preceding interview without losing the connection between two interviews. These 
interviews were conducted sequentially - after the first interview with Inir, the lead author 
interviewed Gopi the following day, such that the whole process of conducting the three 
interviews with each entrepreneur was completed in two weeks. Each interview lasted for 
between 90 minutes and two hours, as recommended by Seidman (2006), thus allowing the 
entrepreneurs enough time to detail their experiences without having to “watch the clock”. The 
ability of this interviewing technique to induce processes of meaning making and facilitate 
restorying (Ollerenshaw and Creswell, 2002) is a key determinant of its suitability to the present 
study. Moreover, the author’s long term engagement with Gopi and Inir over the course of two 
years generated a sense of trust and partnership that inspired the entrepreneurs to share their lives 
and their work at a startling level of intimate detail. This allowed the authors to truly leverage the 
potency of the narrative method of inquiry. It also enhanced the methodological rigor of the case 
study method for such an exploratory, discursive endeavor. 
  
Data analysis 
To analyze the data, the authors used the hybrid thematic coding procedure suggested by 
Boyatzis (1998). Such an approach combines theory-driven a priori coding with data-driven 
inductive coding. While Weber’s Typology of Rationality provided the a priori themes using 
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which the interview transcripts were coded, the various sub-themes that enhance one’s 
understanding of the typology were induced directly from the data. Such a procedure maintains 
the constructivist nature of the study. Following an initial coding of the interview transcripts by 
the lead author, a procedure to check for interrater reliability was employed. A random sample of 
30 expressions/quotes (Lombard et al., 2004) from Gopi and Inir’s interviews was provided to 
two graduate students (one transcript each) along with the final codebook containing the theory-
driven and data-driven codes. The percentage agreement on presence was calculated as the 
reliability statistic, comparing each student’s coding to that of the lead author (for the calculation 
of this statistic and other measures of interrater reliability, see Boyatzis, 1998). These statistics 
were compared against a cutoff level of .7 (Boyatzis, 1998). The percentage agreement on 
presence for Gopi and Inir’s interviews was .72 and .71 respectively, both of which were 
considered acceptable for the present inquiry. Also, given the study’s constructivist paradigm, 
member checking - a strategy for internal validity in qualitative research (Merriam, 1995) - was 
employed. Member checking involves returning the interview transcripts and the subsequent 
interpretation of these transcripts, including emerging codes and themes, to the participant for the 
verification and resolution of discrepancies. This process of “give and take” between the 
researcher and the participant results in the co-creation of meaning and is consistent with 
Weber’s methodological principles.  
     In answering the present study’s research questions pertaining to the motivations for social 
entrepreneurship in responsible tourism, the authors sought to understand the why of social 
entrepreneurship. In this regard, a discussion of the formal and substantive rationalities of the 
social entrepreneurs provides the first metatheme (Onwuegbuzie, 2003) for the present study. In 
addition, during the course of data collection, the authors realized that narrative inquiry allows 
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users to go one step beyond understanding the why of social entrepreneurship. It also facilitates 
an understanding of the how of social entrepreneurship. Such an observation was substantiated 
when the authors further examined the transcripts in the data analysis phase. In this regard, the 
second metatheme - the creation of social entrepreneurial identity - extended the understanding 
obtained through Weber’s Typology of Rationality. This metatheme is informed by the work of 
Jones et al. (2008) who indicated that social entrepreneurs create their identities  “through their 
joint crafting of the discourses of “Me” and “Not Me”” (p. 330). The present study demonstrates 
how Gopi and Inir drew upon their formal and substantive repertoires to create their social 
entrepreneurial identities through such joint crafting. 
 
Findings 
Substantive rationality of social entrepreneurship in responsible tourism 
The substantive element of Gopi and Inir’s narratives focuses on their desire to “make a 
difference”. Gopi’s repeated use of this expression in describing the various experiences that led 
him to become a social entrepreneur (in interviews 1 and 2 of Seidman’s Three Interview Series), 
and in his construction of his social entrepreneurial identity (in interview 3), provides 
confirmation. Inir also repeatedly mentioned “wanting to do something” in India. In Gopi’s case, 
this desire manifested in what he refers to as the 3C philosophy - co-creation, collaboration, and 
crowdsourcing: 
I always believe that [the] crowd is gonna give you stuff because there are 
limitations for you as one human being to do things. But the moment you are part 
of a crowd and if you can channelize that energy positively, there is [a] 
tremendous amount you can do. 
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     Gopi associated several values with his 3C philosophy, embodied by his work as a social 
entrepreneur in responsible tourism. He explicitly highlighted the need for “bringing in local 
ownership, bringing in a sense of pride, and making people work with dignity”. In addition to 
such overt identification of the values essential to his work, several other elements of Gopi’s 
value postulate were implicit in his narrative. His passion, “the unflagging zeal for the mission”, 
(Haskell et al., 2009, p. 538) was illustrated repeatedly in his discourse: “You are gonna get very 
few people with passion, and that’s all I have. And I believe in this whole responsible tourism 
stuff, so I can make the difference”. Inir’s passion for the cause also was demonstrated on several 
occasions: “So my passion is working with communities and working with youth”; “I met a 
whole lot of people: journalists, managers, different industries. And very strange, but the spark in 
most people, that spark, that excitement was less”. 
     The values of integrity, humility, benevolence, responsibility, spirituality, humanism, and the 
Gandhian virtue of Swavalamban (self-reliance), and relatedly, self-determination (Bonney, 2004) 
also readily emerged in their narratives. For example, as testimony to the value of integrity, Gopi 
described an incident where he refused to accommodate 817 voluntourists from a Canadian 
company, thus declining the opportunity to earn a good amount of money in the early days of his 
business. Gopi felt that he would have been unable to keep so many people engaged with the 
volunteer work offered as part of his itineraries, thus leaving them disappointed at not having 
experienced the meaningful sociocultural interactions promised by his company. With reference 
to the value of spirituality to social entrepreneurial behavior, Inir stated: “Spirituality is the 
premise which goes through all across. Which is self-awareness, and hence what do you want to 
do with yourself. Also, what do you want to do with your fellow being”. Similarly, Gopi 
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described his adherence to the Gandhian model of Swavalamban (self-reliance) and self-
determination as follows:  
We have never gone around and told people that you should stop working 
elsewhere, you should stop migration, you should stay back in the village. No! 
What we do is we show them that there are possibilities for you to earn good 
amount of money back home [through tourism], so it’s your choice. 
     Interestingly, Gopi’s narrative was significantly more peppered with the value-laden language 
of social entrepreneurship than that of Inir. Gopi framed much of his work as a social 
entrepreneur as a consequence of strong, moral, non-consequential reasons.  
 
Formal rationality of social entrepreneurship in responsible tourism 
The pursuit of formal rationality, and its means-end connotation, is often viewed as incompatible 
with the non-consequentialist nature of the substantive. The inherent tension between these two 
types was exemplified in some of the entrepreneurs’ accounts. For example, when talking about 
the need to collaborate with communities, Inir responded: 
The village said oh, there are people who are extremely poorer than that context. 
We [Grassroutes] don’t want to work them, upfront at least. So that’s number 
one…. So from hiring anybody who’d walk inside, and then being able to say oh, 
whatever work you did was great, and we are grateful for the work you did...  So 
now we’ve begun to fire people off, hold them accountable for whatever work 
and people get really good salaries for that. 
     However, a perspective that only perpetuates the recurrent conflict between formal and 
substantive rationalities is inadequate in its appreciation of the highly nuanced ways in which 
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these two types interact in the context of social entrepreneurial behavior. While the potential 
antagonism between formal and substantive rationality is evident in the quote above, an 
alternative conceptualization, which acknowledges that the formal rationalities of the social 
entrepreneur may emerge from and/or support action oriented to the substantive, is more 
revealing. Such a conceptualization, hereafter referred to as emergence, was demonstrated on 
several occasions in Gopi’s narrative. For example, when referring to the development of one of 
tours around the Nila - a 209 km river that serves as a key region for TBY operations in Kerala, 
Gopi revealed how the formal rationality associated with product development was based on his 
3C philosophy and the values of responsibility and Swavalamban (self-reliance): 
The river is not just the water flowing through the river. It is so many other things, 
it’s the lifestyle of the people, it’s the culture, ritual, ecology, biodiversity, 
everything. The river means so many things to so many people. We were looking 
for what will make people take ownership for the river. So we were looking for 
skill sets, livelihoods that were directly linked with the river. So pottery is one 
example. This became such a meaningful exercise in the sense of earlier when we 
used to go into this region where we used to work, there were just one or two 
people who are still continuing because they didn’t know anything else and it was 
a family tradition they were maintaining. Here we created such a good market 
demand through responsible tourism that even local operators and local properties, 
not necessarily tourism-based properties, but households all started consuming 
these products [locally made pots, bell metal handicrafts, cloth, and others]. 
     Interestingly, Weber (1978) himself had alluded to such emergence, when he stated that an 
actor may choose between alternative and conflicting ends in a value rational manner, but he 
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may choose the means to those ends in an instrumentally rational manner. A third type of 
interplay between the formal and substantive can be referred to as molding, in which the formal 
rationalities of operating a business mold the substantive rationality of wanting to make a 
difference in an ethical manner. For example, when talking about how the philosophy of 
community collaboration needs to be grounded in reality, Inir said:  
You need to listen to people, so at least you need to be able to be aware of 
people’s views. You won’t necessarily wait, and sometimes you can’t necessarily 
wait for things… You put systems in place to keep people active. So for example, 
we put systems in place to listen to the community, put systems in place for 
community involvement. If it happens, great; if it doesn’t, you still have to run 
the business. But what is important is that the system is in place. 
     Such molding is characteristic of social entrepreneurial behavior, but it is often excluded in 
their popular portrayal as value-driven messiahs; for an exceptional discussion of this issue of the 
predominant (grand) narrative of social entrepreneurship, see Dey and Steyaert (2010). The 
fourth type of interplay can be termed limitation, whereby the pursuit of a particular formal 
rationality may preclude the activation of a substantive. For example, the localized nature of the 
Grassroutes product, which necessitates extensive hands-on development and operation by Inir, 
prevents him from pursuing a collaborative philosophy similar to Gopi’s 3C. His business model, 
an outcome of his formal rationality, limits his substantive aspirations for more collaborative, 
bottom-up development.  
     The fifth and final type of interplay somewhat reverses the second type, emergence, in that 
the substantive becomes a means to achieving a formal rational end. It can be tentatively labeled 
reverse emergence and was found mainly in Inir’s narrative: 
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You call yourself a social entrepreneur depending on two things: publicity and 
money. By tagging yourself as a social entrepreneur, you get yourself better 
publicity. You get yourself cheaper money or easier access, which is not 
necessarily accessible by the other ones [entrepreneurs]. Ok so, this is what I 
would call as a social entrepreneur per se, in very practical terms. 
     Here, Inir pointed to his adoption of the substantive narrative of social entrepreneurship to 
achieve two formal rational ends that are characteristic of any business: access to capital and 
marketing leverage. In this regard, Weber (1978) indicated that “the concept substantive is itself 
in a certain sense formal” (p. 86); it is an abstract generic concept that both determines and 
delimits what can be called formal.   
     Interestingly, Inir’s overall narrative was more formal rational in its orientation than that of 
Gopi. His narrative was much less laden with substantive discourse; instead, he extensively 
referenced the calculative aspects of his work as a social entrepreneur. This issue of formal-
substantive orientation reveals a wider theme in Weber’s Typology of Rationality - his “vision of 
a multiplicity of rationalization processes that variously conflict and coalesce with one another at 
all societal and civilizational levels” (Kalberg, 1980, p. 1147). There is no pure formal or 
substantive rational action; individuals tend to lean towards one or the other type of rationality 
depending on the context of the specific social action (Weber, 1978). The recognition of this 
multiplicity has implications for understanding the processes that individuals utilize to create 
their social entrepreneurial identities. This is explained in the second metatheme. 
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Creation of social entrepreneurial identity 
Jones et al. (2008) found that social entrepreneurs construct their identities through divisioning, 
based on concepts and classifications of both sharing and difference. Stone (1962 cited in Jones 
et al., 2008) referred to these processes as apposition and opposition: a claim to similarity and a 
claim to separation. Such implicit processes of identity creation underlie Gopi and Inir’s 
narratives. They appositionally identified themselves as storytellers, philosophers, resource-
garnerers, guides/inspirational leaders, trendsetters, as entrepreneurs involved in the process of 
tourism development, hands-on fieldworkers, social problem-solvers, and as a cooler version of 
the conventional entrepreneur by virtue of their ability to make money and simultaneously effect 
social change. However, even more interesting was the nature and extent of Gopi and Inir’s 
creation of their social entrepreneurial identities in oppositional terms: it was much greater than 
the authors originally anticipated and more emotive in its expression, often reflecting 
condescension, disillusionment, sarcasm, egoism, and irritation. While both explicitly dissociated 
themselves from conventional entrepreneurs and social workers, Gopi also differentiated himself 
from other students in his MBA cohort, armchair researchers, religious workers, non-responsible 
tourism operators, and sometimes even other social entrepreneurs. Similarly, Inir created 
oppositional identity with a range of stakeholders: students pursuing a regular MBA, students 
within his own rural management program, religious social entrepreneurs, and social 
development policy consultants. 
     These processes of apposition and opposition relate to Weber’s Typology of Rationality in 
that the entrepreneurs draw upon their formal and substantive repertoires to inform these 
processes. In the following example, Inir creates appositional identity with conventional 
entrepreneurs along formal rational lines: 
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A businessman, so at the end of it you’re [social enterprises] also a business. 
You’ve got to put in business principles to be able to... So for example, right now 
it’s coming across the fact that it’s better for getting in more clients to actually 
hire vehicles [from the cities] to the villages. It’s leading to a lot of leakage. Why?  
Because then the village jeeps don’t get used. But then your conscious call is you 
say the fact that hey, we’ve got 3 options: you can hire vehicles from Bombay 
[Mumbai] itself, or you can drive down, or we can arrange vehicles for you. 
     Consistent with the substantive orientation of his narrative, Gopi was more oppositional in his 
identity creation than Inir. He identified himself as different from other entities (such as 
conventional entrepreneurs) along substantive lines, with often-implicit claims to moral 
superiority: 
I’m not saying it [philanthropy] is bad, but they [conventional entrepreneurs] are 
not involved. We [social entrepreneurs] are in the process, we are in the water.  
They are building up systems through which they can create wealth. For them it’s 
easy just not to not dirty their hands, and just hand over the money to someone 
who will be able to do the show. We are in the field all the time. 
     In contrast, Inir’s underlying process of identity creation was more appositional. While he 
created oppositional identity as did Gopi, and at times with the same entities - conventional 
entrepreneurs and social workers, the overall tone of Inir’s narrative was far subtler. He 
attributed more similarity than separation, often along formal rational lines. He created a more 
fluid social entrepreneurial identity, according to which the difference between a conventional 
entrepreneur, a social worker, and a social entrepreneur was as much a matter of narrative 
manipulation as of any real underlying differences in the formal and substantive rationalities of 
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these individuals. Interestingly, Inir’s overall stance was very close to the Weberian ideal of the 
Protestant who is involved in the “rational considerations of the alternative means to the end, of 
the relations of the end to the secondary consequences, and finally of the relative importance of 
different possible ends” (Weber, 1978, p. 26). His narrative was closer to that of the social 
entrepreneurial realist (Davis, 2002), while Gopi’s narrative was more substantively driven and 
oppositional. These observations point to the importance of detecting the overall tone of a 
narrative. Issues of tone help one understand the performative aspects of the social entrepreneurs’ 
discourses. They extend the understanding of the rationality of social enterprise using Weber’s 
typology by demonstrating how these rationalities are shaped to explain social entrepreneurial 
behavior.   
 
Discussion and conclusion 
Given the centrality of the social entrepreneur to the development of social enterprise and the 
subsequent need for inquiry into the rationale for social entrepreneurship, the present research 
examined the narratives of two social entrepreneurs in responsible tourism in India: Gopinath 
Parayil of The Blue Yonder and Inir Pinheiro of Grassroutes. The authors found that Weber’s 
Typology provides a potent theoretical framework to understand the motivations of social 
entrepreneurs in the tourism industry, as was previously suggested by Mody and Day (2014). 
However, one must recognize that it is not the values and formal rationalities elicited from the 
Indian context that are important per se; rather, it is symbiotic evolution in our understanding of 
theory and phenomena (via the Indian context) that warrants attention.  
     The present study examined Gopi and Inir’s use of narrative discourse - specifically, their use 
of their formal and substantive repertoires - to create their social entrepreneurial identities. Issues 
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of identity creation and the politics of narrating social entrepreneurship have been extensively 
discussed in the literature (Dey and Steyaert, 2010) and are inextricably linked to any 
examination of the narratives of social enterprise. Thus, in the present study, the examination of 
the social entrepreneur’s identity, which emerged from extant research on social 
entrepreneurship, served to enhance the understanding obtained using Weber’s Typology of 
Rationality by facilitating the how of social entrepreneurship. It served a function similar to 
focusing a camera, allowing the authors to more clearly reproduce the image obtained through 
the lens of rationality.  
     One of the most significant theoretical contributions of the present study to the work 
concerning Weber’s Typology of Rationality is the exposition of dynamic interplay between 
formal and substantive rationalities. That no action can be clearly compartmentalized into a 
particular category of rationality is consistent with the perspective suggested by pioneers such as 
David Hume and Adam Smith, who noted that such rich analysis of the human psyche and 
“attentiveness to the microfoundations of human irrationality [emphasis added] makes social 
behavior easier not harder to understand” (Holmes, 1990, p. 286). Moreover, while the 
recognition of this dialectical interplay between the formal and substantive remains the central 
contribution of Weber’s thinking (Cockerham et al., 1993), the present study is the first to 
explicitly identify its manifestation, in its various forms of antagonism, emergence, molding, 
limitation, and reverse emergence. In so doing, the authors enhance one’s understanding of 
Weber’s Typology of Rationality by supplanting it from the realm of static, categorical 
descriptors of social action to active, fluid indicators of social behavior. In addition to developing 
Weber’s theoretical arguments, the exposition of such interplay furthers our understanding of the 
fundamental nature of the phenomenon of social entrepreneurship. While consistent with the first 
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stream of research that examines entrepreneurship from the psychological perspective, the 
present study demonstrates the power of Weberian theory as a starting point to veer away from 
the “reductionist drawing-board concepts of social enterprise” prevalent in academic discourse 
(Mauksch, 2012). Specifically, the present study goes beyond the overly simplistic, rather 
limiting perspective that while profit maximization is the main objective of conventional 
entrepreneurs, social entrepreneurs are fundamentally different in their endeavors to maximize 
the social wealth created by their ventures. Instead, the practice of social entrepreneurship spans 
the full spectrum of values in a three dimensional framework of social mission, financial 
sustainability and innovation focus (Beckmann et al., 2014). This was evidenced in Gopi and 
Inir’s accounts of how the different types of interplay interact to effect this complex, “non-
rational” (Mauksch, 2012) phenomenon.  
     Figure 1 provides a visual representation of the present study’s exploration, development and 
enhancement of Weber’s Typology of Rationality in context of social entrepreneurship in 
responsible tourism. It captures the dynamics of narrative orientation (formal/substantive) and 
the interplay between these orientations, tone (apposition/opposition), and the interactions 
between orientation and tone, which serves to illuminate the nuances of both the theory (Weber) 
and phenomenon (social entrepreneurship) under examination. Figure 1 also represents Gopi and 
Inir’s overall positioning of their work as social entrepreneurs: it plots their respective 
substantive-oppositional and formal-appositional inclinations. According to the authors, this dual 
framework can be applied to the diverse forms of entrepreneurial activity that exist in the tourism 
industry to enhance understanding of this critical domain (Carmichael and Morrison, 2011). Its 
application would also further the potentiality of Weber’s ideas in the study of different contexts 
and different types of human behavioral phenomena. The authors find support for such a 
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suggestion in O’Gorman and Gillespie’s (2010) investigation of storytelling as a fundamental 
strategic method of leadership and communication in the hospitality industry. These authors 
demonstrated that “not only do stories transform into experience, but leaders’ own experience 
also turns into stories which they then use in future stories” (p. 15). Thus, leaders use storytelling 
to develop and enhance the organization’s culture, which ultimately produces discernable 
bottom-line results pertaining to the organization’s employees and customers.  Given the tangible 
power of storytelling to shape organizational outcomes, as was evidenced in Gopi and Inir’s 
narratives, the framework suggested by the present study is both timely and revelatory.      
 
 (Please insert Figure 1 here)  
  
Practical implications 
In addition to its theoretical contribution, the study’s propositions pertaining to the rationality of 
social enterprise have important practical implications for a variety of stakeholders in the social 
enterprise ecosystem, including investors and incubator organizations, government agencies, 
non-governmental/non-profit organizations, political/activist groups, social movements, 
employees, consumers of social enterprise, and the entrepreneurs themselves.  
     Social entrepreneurship is driven by deeply personal motives. It is evident that social 
entrepreneurs are driven by their idiosyncratic, multidimensional mosaics of personal values and 
formal rationalities, which causes them to prioritize multiple types of goals, decisions, and 
behaviors. For the entrepreneurs themselves, “the realization that one’s personal values 
profoundly affect the kind of opportunities she will pursue may be quite important to the way the 
entrepreneur forms her venture” (Conger, 2012, p. 103). For example, in the present study, 
Page 27 of 37
http://mc.manuscriptcentral.com/ijchm
International Journal of Contemporary Hospitality Management
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60
For Review Only
 28
Gopi’s attributed his pursuit of a franchising model in responsible tourism to his 3C philosophy 
of co-creation, collaboration, and crowdsourcing, through which he has been able to expand his 
operations to six countries. Recognizing that effective social enterprise must necessarily leverage 
local initiative and involvement, Gopi translated his substantive proclivity towards emergence 
into a largely successful business model. In this regard, an entrepreneur’s rationalities provide a 
mechanism to delineate organizational boundaries and configure organizational alignment 
(Austin et al., 2006). At a wider societal level, the unique set of assumptions and boundary 
conditions under which social ventures operate lends itself to a diversity of innovative business 
models that are relevant at the bottom of the pyramid (BOP) - the largest but poorest socio-
economic group across the world that is seen to represent a significant business opportunity for 
“fighting poverty with profitability” (Prahalad, 2006). Multinational corporations looking to tap 
into the BOP  would be well served by turning to these social ventures for valuable lessons (and 
potential partnerships) in terms of new models of innovation that are effective in such contexts 
(Sinkovics et al., 2014).  
     “In addition to acknowledging and understanding one’s own values, the social entrepreneur 
must account for the value priorities of other stakeholders associated with the venture. Value 
compatibility between the entrepreneur and these stakeholders may be essential to the survival 
and success of the venture” (Conger, 2012, p. 104). For example, Inir narrated the story of an 
unsuccessful engagement with a particular village owing to differences in their underlying belief 
systems. While Grassroutes takes active steps to prohibit consumers from carrying alcohol to its 
villages (alcohol consumption is seen as a social menace, particularly in the tribal areas where 
Grassroutes operates), the villagers with whom Inir wanted to collaborate were freely selling 
alcohol to the arriving visitors. This, in turn, led Inir to back out from the association and stifled 
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his expansion plans in the region. As such, one may note that social enterprise is contextual and 
develops within a complex system. Only when factors within the system, including the 
motivations and capabilities of the social entrepreneur, the values of the stakeholders, and the 
needs of the supply chain and the demands of the market align will the enterprise be sustainable 
within a given context.  
     Incubator organizations that consider the issue of values alignment key to their evaluative 
processes and operating strategies (Haskell et al., 2009) must understand that the value 
postulates underlying social entrepreneurial action provides a starting point for developing tools 
and methods for assessing fit criteria. As an example, Ethical Fiber is one of the criteria for 
election to a fellowship with Ashoka. However, the organization itself acknowledges that “to do 
so [i.e. evaluate on the basis of such criteria as Ethical Fiber] often requires one to resort to 
instinct and gut feelings, not rational analysis” (Ashoka: Innovators for the Public, n.d.). 
Moreover, an understanding of how the rationalities and priorities of social entrepreneurs evolve 
over the lifecycles of their ventures, and the subsequent impact of this evolution on the ventures’ 
operation and performance, can assist incubator organizations to better align their support 
interventions with the requirements of their constituents.  
     The findings also indicate that incubator organizations would be well served to look for social 
entrepreneurs within the traditional social sector. Both Gopi and Inir worked with NGOs in the 
early parts of their careers, following which social enterprise was a natural progression as they 
attempted to address social issues in a financially independent manner. This progression from 
social worker to social entrepreneur has been recognized and actively called for by Germak and 
Singh (2010), who suggested: “schools of social work should take a beacon role in educating 
social work students regarding the practice of advanced management techniques” (p. 91). Thus, 
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one can reasonably argue that incubator organizations must implement a wider, more 
collaborative outreach effort; individuals with desirable blends of formal and substantive 
rationalities seem to already exist for incubation. At the same time, organizations wishing to 
stimulate social entrepreneurs to address social issues should recognize the unique positioning of 
social entrepreneurs as distinct from either traditional entrepreneurs or social sector workers. 
Social entrepreneurs frequently identify themselves as distinct from both these related groups 
and may not appreciate being identified with either group.  
     The study’s arguments are also important for social entrepreneurs in terms of the employees 
and consumers of their ventures. Social entrepreneurs generate support from internal and 
external stakeholders, including customers, by creating an inspirational vision. While social 
entrepreneurs are often constrained by resource limitations at nearly every stage (Di Domenico et 
al., 2010), their substantive ideals may give their firms an advantage in non-pecuniary incentives, 
allowing them to recruit the most talented employees that they may never be able to attract with 
money (Austin et al., 2006). Their employees’ belief in the social mission and the firm’s 
distinctive culture may provide the necessary sustenance till financial well-being accrues; a 
proposition that was confirmed by both Gopi and Inir in their narratives. Also, consumers often 
base their decisions to partake in social ventures on an assessment of the business offer and the 
social offer presented to them (Allan, 2005). Thus, while the utilitarian value of the product 
partly motivates purchase, consumers’ perceptions of the ideological goals espoused by the 
social enterprise are a significant driver of their behavior (Hibbert et al., 2005). This has 
implications for the entrepreneurs’ product development and marketing communication activities; 
an aspect the present authors are exploring in a related study. 
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Limitations and future research 
Three limitations of the present study are important to highlight. First, the cross-sectional nature 
of narrative inquiry provides only a snapshot of the formal and substantive rationalities at a given 
point in time. Thus, Gopi and Inir’s narratives inevitably would have been different had they 
been obtained earlier or later in the lives of their social enterprises. While narrative inquiry 
allows one to gauge a potential evolution in rationality as the life story unfolds, one would need 
to collect longitudinal data to determine how the social entrepreneurs’ versions of their realities 
change into the future. Second, the analysis is based on the case studies of only two social 
entrepreneurs. While the findings have been derived through the process of cross-case synthesis, 
that is looking for similarities and differences between the codes and themes developed for the 
two cases (Yin, 2003), a phenomenological approach with a larger sample of social 
entrepreneurs from different countries/contexts or a grounded theory approach to modeling the 
rationality of social enterprise may provide results that could be more generalizable. Third, the 
triangulation of the entrepreneurs’ narratives with data from other stakeholders, such as 
community members/activity partners, suppliers, distributors, and enterprise team members, may 
have enhanced the reliability and validity of the findings of the present study. One must note, 
however, that the limitations highlighted above are mainly methodological in nature and are, in 
effect, a natural accompaniment to case-based, exploratory qualitative work. Given the 
foundational, discursive nature of the present study, the authors do not perceive these limitations 
as a hindrance to its rigor and resultant insight. 
     In addition to such multiple sources of data, future research could incorporate multiple 
methods of data collection and analysis - quantitative and qualitative - which subsequently could 
inform the development of a process-based model of social entrepreneurship along the lines of 
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that developed by Shane et al. (2003). Such a model could include both the formal and 
substantive rationalities of social enterprise, and perhaps even incorporate some of the situational 
factors suggested by the second stream of entrepreneurship research (Beugre, 2011). Moreover, 
the dynamic nature of rationality may be better understood through the modeling of quantitative 
longitudinal data using methods such as structural equation modeling (SEM): the phases of data 
collection could follow the different stages of the social enterprise lifecycle. At a macro, societal 
level, studies that examine the evolution of the nature of rationality over time and its subsequent 
impacts on the conceptualization, implementation and manifestation of social enterprise can 
serve to enrich our collective wisdom of this global phenomenon. In general, future research 
concerning social entrepreneurship would benefit from rigorous empirical quantitative work, 
building from extensive case study research and anecdotal evidence that dominate the field 
(Short et al., 2009). While Short et al. (2009) argued for framing future research using 
established theories in strategic entrepreneurship, the present study advanced a compelling 
argument to add Weber’s Typology of Rationality to those. 
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